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Executive Summary
The purpose of the study was to  assess the change in visitation from  2011 to  2012 and to  project visitation fo r 2013. 
There were 424 respondents representing accommodations, attractions, tou r and guide operations, tourism and event 
planners, tourism promoters, restaurants, bars and retail. A web-based survey was administered in mid-November 2012 
to  all businesses on the ITRR address list. This included businesses originated from the Montana Office of Tourism, 
attendees at the Governor s Conference on Tourism, and businesses who have asked to  be part of the ITRR research 
announcements.
Overall quantitative results indicate tha t 61 percent o f business owners had an increase in visitation in 2012, 19 percent 
had a decrease and 20 percent stayed the same as 2011. Tourism businesses that experienced an increase cited better 
marketing (27%), repeat visitors (26%), affordability (16%), as tops reasons fo r the ir increase. The state of the U.S. 
economy (15%) was cited by many businesses as a reason fo r the decrease in visitation, as well as gas prices (10%). 
Seventeen percent of business w ill expand at the ir current site in 2013, sixteen percent w ill renovate and another five 
percent w ill expand elsewhere. This shows a positive trend in the Montana tourism industry.
For 2013, 64 percent of tourism businesses are expecting the ir visitation to  increase compared to  2012 while 31 percent 
believe the ir visitation w ill remain the same. Only four percent th ink the ir visitation w ill decrease. The top reasons cited 
fo r expected positive numbers in 2013 include repeat business (30%), more or better marketing pursued (28%), they are 
seeing a gradual increase in business (27%), and tw enty tw o percent who have already seen an increase in bookings or 
inquires.
Differences in Visitation Trends for 2012 and Expected Trends for 2013 by Travel Region and Business Type
Region and Business Category Visitation in 2012 Expected Visitation in 2013
Increased Decreased Remained 
the same
Expect an 
increase
Expect a 
decrease
Remain
same
Travel Region
Glacier Country 66% 13% 22% 61% 6% 33%
Yellowstone Country 63% 21% 16% 62% 3% 35%
Southwest Montana Region 46% 29% 26% 58% 6% 25%
Central Montana Region 73% 11% 16% 71% 0 28%
Southeast Montana Region 70% 13% 17% 68% 0 32%
Missouri River Country 71% 7% 21% 83% 8% 8%
Business Category
Hotel/m otel 62% 17% 21% 62% 3% 35%
Vacation homes, condos and cabins 52% 23% 25% 57% 6% 37%
Ranches, resorts, lodges, hostels, hot 
springs
67% 22% 11% 77% 4% 19%
Outfitters and guides 50% 29% 21% 63% 7% 29%
Tourism prom otion/ ad agencies 80% 7% 13% 70% 0 30%
Bed and Breakfasts 48% 28% 24% 52% 7% 41%
Attractions  ski areas, museums, other 67% 8% 255 86% 0 14%
Campgrounds  private and public 67% 17% 17% 59% 0 41%
Retail, restaurant, or bar 62% 14% 24% 64% 8% 28%
There is obvious optimism fo r tourism businesses in 2013; the large m ajority o f businesses expect an increase. Only eight 
percent o f retail, restaurant and bar owners indicated they expected a decrease and tha t was the largest percent o f all 
businesses. In three of the business categories, no one expects a decrease in 2013. Attraction owners were the most 
optim istic of all tourism businesses w ith  86 percent expecting an increase and 14 percent expecting to  stay the same in 
2013.
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Introduction
Each autumn, the Institute fo r Tourism and Recreation Research at the University of Montana conducts a web survey of 
tourism businesses around the state o f Montana. The businesses surveyed represent accommodations, attractions, tour 
operations, tourism planners or promoters, and a new category this year o f retail, restaurant and bar.
•  Accommodations include hotels and motels, bed and breakfasts, ranches who accommodate visitors, resorts, 
lodges, hostels, hot springs w ith  overnight accommodations, vacation homes, condominiums, rental cabins, and 
public and private campgrounds.
•  Attractions Include ski areas, museums, historic sites, and any other type of private or public attraction from 
caves to  water parks.
•  Tour operations Include outfitters and guides, wagon train or cattle drives, and half-day to  multi-day driving 
tours such as safari type experiences.
•  Tourism planners and promoters include travel planners, event planners, and organizations tha t promote 
Montana or provide advertising services to  Montana promoters.
•  Retail, restaurants, and bars need no fu rthe r explanation.
Purpose
The purpose of the outlook survey was to  assess the change in visitation from 2011 to  2012 and to  project visitation fo r 
2013. Additionally, respondents were asked to  Identify the causes of the change In visitation and the reason fo r the 
projected change In visitation.
Methods
Data fo r this report were generated from  a web based survey o f Montana tourism business owners. All businesses on 
the ITRR address list were Included in the sampling frame. The list of businesses originated from the Montana Office of 
Tourism, attendees at the Governor s Conference on Tourism, and businesses who have asked to  be part o f the ITRR list.
In mid November 2012, an Introductory email was sent to  2,539 tourism related businesses and organizations. This 
initial email was to  request participation In the outlook survey. It provided a link to  the survey fo r Immediate response 
(Appendix A -  survey letters),(Appendlx B -  survey). Recipients were asked to  complete the survey w ith in seven days. A 
reminder email was sent to  the sample four days later. A thank you le tter w ith  the quick results reported through the 
Survey Analytic software program was provided to  them through a link to  the report.
Completed surveys were received from  424 respondents. In web based surveys, the sender is rarely notified If the 
survey ended up in the recipients junk  mailbox, therefore a true  response rate based on surveys received is impossible 
to  calculate.
Analysis
This report Is divided Into three report sections. First, all respondents were analyzed together fo r a full synopsis of 
tourism businesses in the state. Second, travel regions were highlighted by analyzing only the businesses w ith in each 
travel region. Third, the businesses w ith  enough sample size are displayed.
Nine specific business industry categories were analyzed separately where sample size allowed. For this study, the 
individual businesses were: 1) Motels and hotels; 2) Vacation homes, condos and cabins; 3) Ranches, resorts, lodges, 
hostels, hot springs; 4) Outfitters and guides; 5) Tourism promotion organizations and advertising; 6) Bed and 
Breakfasts; 7) Attractions which Include ski areas, museums, and other attractions; 8) Private and public campgrounds;
9) Retail, restaurants, and bars.
A fter the frequencies and percentages are displayed and discussed, the Appendix provides all the open ended response 
given In the survey.
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Montana Tourism: Ail Respondents
Sample size: 424
percent m ay not add to 100 (rounding)
Yellowstone Country 115 28%
Southwest Montana 104 25%
Glacier Country 99 24%
Central Montana 46 11%
Southeast Montana 31 8%
Missouri River Country 14 3%
percent m ay not add to 100 (rounding)
Motel/hotel 79 19%
Bed & Breakfast 29 7%
Ranches, resorts, lodges, hostels, hot 
springs
30 7%
Vacation homes, condos, cabins 70 17%
Public campgrounds 2 1%
Private campgrounds 16 4%
O utfitter/G uide 42 10%
Land management agency 6 1%
Tours 3 1%
Travel planners 2 1%
Event planners 9 2%
Vehicle rentals 4 1%
Ski area 4 1%
Museum, historic site 18 4%
Attraction 4 1%
Tourism promotion/advertising 51 12%
Retail 24 6%
Restaurant 9 2%
Bar 5 1%
Management Company 2 1%
Other 13 3%
Increase 249 61%
Decrease 77 19%
Remained the same 83 20%
Better marketing 115 27%
Improved website 59 14%
Expanded operations/services 33 8%
Office o f Tourism marketing 46 11%
Returning guests 109 26%
Little competition in my area 16 4%
Affordability of what we offer 67 16%
U.S. economy 54 13%
Canadian exchange rate 52 12%
Other foreign exchange rates 10 2%
More local travelers 37 9%
More regional travelers 61 14%
Special event(s) held in our area 36 9%
W eather 47 11%
Fire activity 9 2%
Lack of fires 19 5%
Other 43 10%
respondents could check m ultiple answers **n 2 4 9
Less advertising on our part 3 1%
Reduced offerings/services 2 <1%
Fewer returning guests 23 5%
Increased competition in my area 18 4%
Our pricing may be too high 7 2%
U.S. economy 63 15%
Gas prices 43 10%
Exchange rates 2 <1%
Fewer local travelers 11 3%
Fewer regional travelers 12 3%
Fewer business travelers 7 2%
Fewer leisure travelers 25 6%
Changes in hunting/fishing licenses 20 5%
Construction in area 8 2%
W eather 16 4%
Fire activity 31 7%
Lack of fires 1 <1%
Other 19 5%
respondents could check m ultiple answers; * *n 7 7
" 
" 
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Increase 249 64%
Decrease 17 4%
Remain the same 122 31%
Increase 179 75% 35 49%
Decrease 2 1% 2 3%
Remain the same 57 24% 34 48%
Bookings/Inquires are up 91 19%
M ore/better marketing pursued 119 25%
Improved website 65 14%
Experiencing a gradual increase 115 24%
Expanded or Improved our offerings 74 15%
Affordability of what we offer 84 17%
Little competition In my area 19 4%
More local travelers 32 7%
More regional travelers 57 12%
We get many repeat customers 125 26%
Canadian exchange rate 36 8%
Other foreign exchange rates 6 1%
U.S. economy 71 15%
Special events In our area 34 7%
We are new, so we are Increasing 24 5%
More business travelers 27 6%
other 21 4%
Bookings/Inquiries are down 5 1%
We ve done less marketing - -
Experiencing a gradual decrease 1 <1%
Reduced our offerings/services - -
Our pricing may be too high 1 <1%
Increased competition In my area 2 <1%
Expect fewer leisure travelers 6 1%
Expect fewer business travelers - -
Expect fewer local travelers 3 1%
Expect fewer regional travelers 3 1%
Changes In huntlng/flshing licenses 5 1%
Gas prices 13 3%
U.S. economy 14 3%
Global economy 8 2%
Other 2 <1%
respondents could check m ultiple answers * *n 1 7
respondents could check m ultiple answers * *n 3 2 5
Expand current business or site 73 15%
Renovate current site 68 14%
Add more sites/buslness elsewhere 21 4%
Downsize current business or site 6 1%
Close down/sell business or site 15 3%
Remain the same 223 46%
respondents could check m ultiple answers 
*n 249
Last minute bookings 114 40% 112 31% 30 8% 21%
Walk in patrons 117 33% 89 25% 41 12% 30%
Retail sales 77 18% 57 17% 19 65 54%
Dining out 32 10% 36 12% 12 4% 74%
Length of stay 96 28% 129 38% 40 12% 22%
Visitors seeking less expensive activities 91 28% 108 33% 18 65 33%
# of Montanans traveling within the state 108 32% 138 41% 34 10% 16%
Canadian Visitors 120 365 123 37% 31 9% 18%
Overseas Visitors 86 275 128 40% 45 14% 19%
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Glacier Country
Sample size: 97
Glacier Country respondents represent 24% 
of all respondents to  the outlook survey.
The accommodation sector represented the 
highest group of respondents in Glacier 
Country at 66% o f all respondents
percent m ay not add to 100 (rounding)
Motel/hotel 19 20%
Bed & Breakfast 10 10%
Ranches, resorts, lodges, hostels, hot 
springs
3 3%
Vacation homes, condos, cabins 23 24%
Public campgrounds 1 1%
Private campgrounds 9 9%
O utfitter/G uide 8 8%
Land management agency 1 1%
Retail 7 7%
Travel planners 1 1%
Event planners 1 1%
Management Company 1 1%
Ski area 1 1%
Museum, historic site 1 1%
Restaurant 1 1%
Tourism promotion/advertising 8 8%
Other 2 2%
Increase 63 66%
Decrease 12 13%
Remained the same 21 22%
Better marketing 30 30%
Improved website 13 13%
Expanded operations/services 6 6%
Office o f Tourism marketing 13 13%
Returning guests 30 30%
Little competition In my area 4 4%
Affordability of what we offer 14 14%
U.S. economy 12 12%
Canadian exchange rate 25 25%
Other foreign exchange rates - -
More local travelers 6 6%
More regional travelers 20 20%
Special event(s) held In our area 6 6%
W eather 17 17%
Fire activity 3 3%
Lack of fires 13 13%
Other 10 10%
respondents could check m ultiple answers *n 63
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests - -
Increased competition In my area 3 3%
Our pricing may be too high 2 2%
U.S. economy 12 12%
Gas prices 10 10%
Exchange rates - -
Fewer local travelers 2 2%
Fewer regional travelers 1 1%
Fewer business travelers 1 1%
Fewer leisure travelers 6 6%
Changes In huntlng/flshing licenses 2 2%
Construction In area 4 4%
Weather 4 4%
Fire activity 6 6%
Lack of fires - -
Other 1 1%
respondents could check m ultiple answers n 12
" " = 
" 
" " = 
Increase 58 61%
Decrease 6 6%
Remain the same 31 33%
If had 
Increase in 
2012 (n 63)
# %
If remained the 
same in 2012 
(n 21)
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 25 25%
M ore/better marketing pursued 28 28%
Improved website 15 15%
Experiencing a gradual increase 33 33%
Expanded or Improved our offerings 28 28%
Affordability of what we offer 21 21%
Little competition In my area 6 6%
More local travelers 5 5%
More regional travelers 13 13%
We get many repeat customers 30 30%
Canadian exchange rate 18 18%
Other foreign exchange rates 1 1%
U.S. economy 18 18%
Special events In our area 11 11%
We are new, so we are Increasing 7 7%
More business travelers 2 2%
Bookings/inquires are down 1
We ve done less marketing
Experiencing a gradual decrease 1
Reduced our offerings/services
Our pricing may be too high 1
Increased competition In my area 2
Expect fewer leisure travelers 2
Expect fewer business travelers
Expect fewer local travelers 1
Expect fewer regional travelers 1
Changes In huntlng/flshing licenses 1
Gas prices 6
U.S. economy 5
Global economy 2
Other
respondents could check m ultiple answers 
*n 6
Expand current business or site 19 19%
Renovate current site 20 20%
Add more sites/business elsewhere 4 4%
Downsize current business or site 1 1%
Close down/sell business or site 3 3%
Remain the same 59 60%
respondents could check m ultiple answers 
*n 99
respondents could check m ultiple answers 
*n 58
Last minute bookings 38 43% 33 37% 8 9% 11%
Walk in patrons 28 32% 24 27% 10 11% 30%
Retail sales 21 26% 16 20% 5 6% 49%
Dining out 9 12% 9 12% 2 35 73%
Length of stay 25 30% 32 39% 8 10% 22%
Visitors seeking less expensive activities 21 26% 27 34% 5 6% 34%
# of Montanans traveling within the state 23 28% 39 47% 10 12% 13%
Canadian Visitors 44 50% 30 34% 5 6% 10%
Overseas Visitors 21 26% 38 46% 10 12% 16%
row  percents do not add to  100 because respondents could answer does not apply
6
' -
-
= = 
-
-
" 
" 
" 
" = 
" 
" = 
-
" " " 
Yellowstone Country
Sample size: 115
Yellowstone Travel Region
Yellowstone Country respondents 
represent 28% o f all respondents to  the 
outlook survey.
The accommodation sector represented 
50% of all types of tourism business.
percent m ay not add to 100 (rounding)
Motel/hotel 15 13%
Bed & Breakfast 5 4%
Ranches, resorts, lodges, hostels, hot 
springs
12 10%
Vacation homes, condos, cabins 25 22%
Public campgrounds - -
Private campgrounds 1 1%
Outfitter/Guide 13 11%
Land management agency 1 1%
Tours - -
Travel planners 1 1%
Event planners 3 3%
Vehicle rentals 2 2%
Ski area 2 2%
Museum, historic site 2 2%
Attraction 1 1%
Tourism promotion/advertising 13 11%
Retail 9 8%
Restaurant 5 4%
Bar 1 1%
Other 4 4%
Increase 70 63%
Decrease 24 21%
Remained the same 18 16%
Better marketing 35 30%
Improved website 23 20%
Expanded operations/services 14 12%
Office o f Tourism marketing 11 10%
Returning guests 29 25%
Little competition In my area 2 2%
Affordability of what we offer 18 16%
U.S. economy 20 17%
Canadian exchange rate 7 6%
Other foreign exchange rates 7 6%
More local travelers 8 7%
More regional travelers 18 16%
Special event(s) held In our area 6 5%
W eather 12 10%
Fire activity 1 1%
Lack of fires 3 3%
Other 11 10%
respondents could check m ultiple answers * *n 7 0
Less advertising on our part 1 1%
Reduced offerings/services 2 2%
Fewer returning guests 9 8%
Increased competition In my area 7 6%
Our pricing may be too high 2 2%
U.S. economy 18 16%
Gas prices 11 10%
Exchange rates 2 2%
Fewer local travelers 1 1%
Fewer regional travelers - -
Fewer business travelers - -
Fewer leisure travelers 6 5%
Changes In huntlng/flshing licenses 2 2%
Construction In area - -
W eather 4 4%
Fire activity 6 5%
Lack of fires - -
Other 7 6%
respondents could check m ultiple answers; * *n 2 4
" = 
" 
" = 
Increase 65 62%
Decrease 3 3%
Remain the same 37 35%
If had 
Increase in 
2012 (n 66)
# %
If remained the 
same in 2012 
(n 14)
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 27 24%
M ore/better marketing pursued 34 30%
Improved website 19 17%
Experiencing a gradual increase 30 26%
Expanded or Improved our offerings 18 16%
Affordability of what we offer 17 15%
Little competition In my area 1 1%
More local travelers 4 4%
More regional travelers 12 10%
We get many repeat customers 31 27%
Canadian exchange rate 4 4%
Other foreign exchange rates 3 3%
U.S. economy 20 17%
Special events In our area 3 3%
We are new, so we are Increasing 5 4%
More business travelers 2 2%
Other 6 5%
Bookings/inquires are down 1
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers 2
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes In huntlng/flshing licenses
Gas prices 2
U.S. economy 3
Global economy 3
Other
respondents could check m ultiple answers * *n 3
Expand current business or site 24 16%
Renovate current site 18 16%
Add more sites/business elsewhere 5 4%
Downsize current business or site 2 2%
Close down/sell business or site - -
Remain the same 58 50%
respondents could check m ultiple answers * *n 9 9
respondents could check m ultiple answers 
*n 65
Last minute bookings 35 34% 33 32% 7 7% 27%
Walk in patrons 25 25% 25 25% 11 11% 39%
Retail sales 13 14% 18 19% 6 6% 61%
Dining out 8 9% 10 11% 7 8% 72%
Length of stay 24 25% 31 32% 12 12% 31%
Visitors seeking less expensive activities 27 29% 28 30% 5 5% 36%
# of Montanans traveling within the state 26 28% 43 46% 9 10% 16%
Canadian Visitors 24 26% 44 48% 8 9% 17%
Overseas Visitors 38 41% 27 29% 14 15% 15%
row percents do not add to  100 because respondents could answer does not apply
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Southwest Montana Region
Sample size: 61
Southwest Montana Region
Southwest Montana respondents represent 
25% of all respondents to  the outlook 
survey. The accommodation sector 
represents 40% o f all types o f tourism 
businesses In this region s survey results.
percent m ay not add to 100 (rounding)
percent m ay not add to 100 (rounding)
Motel/hotel 23 22%
Bed & Breakfast 8 8%
Ranches, resorts, lodges, hostels, hot 
springs
8 8%
Vacation homes, condos, cabins 14 14%
Public campgrounds - -
Private campgrounds 2 2%
Outfitter/Guide 12 12%
Land management agency 1 1%
Tours 2 2%
Travel planners - -
Event planners 2 2%
Vehicle rentals - -
Ski area - -
Museum, historic site 5 5%
Attraction 3 3%
Tourism promotion/advertising 10 10%
Retail 4 4%
Restaurant 2 2%
Bar 2 2%
Other 5 5%
Increase 46 46%
Decrease 29 29%
Remained the same 26 26%
Better marketing 21 20%
Improved website 10 10%
Expanded operations/services 7 7%
Office o f Tourism marketing 8 8%
Returning guests 21 20%
Little competition In my area 2 2%
Affordability of what we offer 14 14%
U.S. economy 10 10%
Canadian exchange rate 5 5%
Other foreign exchange rates 2 2%
More local travelers 11 11%
More regional travelers 8 8%
Special event(s) held In our area 9 9%
Weather 7 7%
Fire activity 3 3%
Lack of fires 1 1%
Other 4 4%
respondents could check m ultiple answers * *n 4 6
Less advertising on our part 2 2%
Reduced offerings/services - -
Fewer returning guests 13 13%
Increased competition In my area 6 6%
Our pricing may be too high 2 2%
U.S. economy 26 25%
Gas prices 14 14%
Exchange rates - -
Fewer local travelers 6 6%
Fewer regional travelers 9 9%
Fewer business travelers 4 4%
Fewer leisure travelers 10 10%
Changes In huntlng/flshing licenses 9 9%
Construction In area 4 4%
Weather 3 3%
Fire activity 12 12%
Lack of fires 1 1%
Other 6 6%
respondents could check m ultiple answers; * *n 2 9
' 
" 
" = 
" 
" = 
Increase 60 58%
Decrease 6 6%
Remain the same 26 25%
If had 
Increase in 
2012 (n 46)
# %
If remained the 
same in 2012 
(n 26)
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 23 22%
M ore/better marketing pursued 28 27%
Improved website 18 17%
Experiencing a gradual increase 28 27%
Expanded or Improved our offerings 19 18%
Affordability of what we offer 21 20%
Little competition In my area 5 5%
More local travelers 10 10%
More regional travelers 14 14%
We get many repeat customers 35 34%
Canadian exchange rate 4 4%
Other foreign exchange rates 1 1%
U.S. economy 20 19%
Special events In our area 9 9%
We are new, so we are Increasing 4 4%
More business travelers 7 7%
Other 4 4%
Bookings/inquires are down 3
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers 2
Expect fewer business travelers
Expect fewer local travelers 1
Expect fewer regional travelers 2
Changes In huntlng/flshing licenses
Gas prices 3
U.S. economy 5
Global economy 3
Other 1
respondents could check m ultiple answers * *n 6
Expand current business or site 16 15%
Renovate current site 13 13%
Add more sites/business elsewhere 8 8%
Downsize current business or site 1 1%
Close down/sell business or site 8 8%
Remain the same 53 51%
respondents could check m ultiple answers * *n 5 9
respondents could check m ultiple answers * *n 6 0
Last minute bookings 34 40% 24 28% 10 12% 20%
Walk in patrons 26 31% 25 30% 10 12% 27%
Retail sales 24 32% 10 13% 6 8% 47%
Dining out 8 11% 9 13% 2 35 73%
Length of stay 20 25% 35 44% 15 19% 13%
Visitors seeking less expensive activities 25 34% 27 37% 3 4% 25%
# of Montanans traveling within the state 25 31% 30 38% 11 14% 18%
Canadian Visitors 22 29% 26 34% 13 17% 20%
Overseas visitors 13 18% 34 46% 14 19% 18%
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Central Montana Region
Sample size: 46
Central Montana Region
Central Montana respondents represent 
11% of all respondents to  the outlook 
survey. The accommodation sector 
represents 49% o f all types o f tourism 
businesses In this region s survey results.
percent m ay not add to 100 (rounding)
percent m ay not add to 100 (rounding)
Motel/hotel 14 30%
Bed & Breakfast 2 4%
Ranches, resorts, lodges, hostels, hot 
springs
3 7%
Vacation homes, condos, cabins 2 4%
Public campgrounds 1 2%
Private campgrounds 1 2%
O utfltter/G ulde 4 9%
Land management agency 1 2%
Tours - -
Travel planners - -
Event planners 2 4%
Vehicle rentals - -
Ski area - -
Museum, historic site 6 13%
Attraction - -
Tourism promotion/advertising 8 17%
Retail 1 2%
Bar 1 2%
Other - -
Increase 32 73%
Decrease 5 11%
Remained the same 7 16%
Better marketing 14 30%
Improved website 6 13%
Expanded operations/services 2 4%
Office o f Tourism marketing 7 15%
Returning guests 18 39%
Little competition In my area 4 9%
Affordability of what we offer 9 20%
U.S. economy 6 13%
Canadian exchange rate 11 24%
Other foreign exchange rates 1 2%
More local travelers 7 15%
More regional travelers 5 11%
Special event(s) held In our area 7 15%
W eather 8 17%
Fire activity 1 2%
Lack of fires 1 2%
Other 7 15%
respondents could check m ultiple answers * *n 3 2
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 1 2%
Increased competition In my area 1 2%
Our pricing may be too high - -
U.S. economy 2 4%
Gas prices 2 4%
Exchange rates - -
Fewer local travelers 1 2%
Fewer regional travelers 1 2%
Fewer business travelers 1 2%
Fewer leisure travelers 2 4%
Changes in hunting/fishing licenses 5 11%
Construction In area - -
Weather 2 4%
Fire activity 2 4%
Lack of fires - -
Other 3 7%
respondents could check m ultiple answers; * *n 5
11
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Increase 31 71%
Decrease - -
Remain the same 13 28%
If had 
Increase in 
2012 (n 32)
If remained the 
same in 2012 
(n 7)
# %
Outlook for 2012
hcrease
Remain the same
Bookings/inquires are up 8 17%
M ore/better marketing pursued 14 30%
Improved website 7 15%
Experiencing a gradual increase 9 20%
Expanded or Improved our offerings 7 15%
Affordability of what we offer 13 28%
Little competition In my area 2 4%
More local travelers 5 11%
More regional travelers 5 11%
We get many repeat customers 14 30%
Canadian exchange rate 7 15%
Other foreign exchange rates 1 2%
U.S. economy 3 7%
Special events In our area 6 13%
We are new, so we are Increasing 3 7%
More business travelers 3 7%
Reason for Expected Decrease in 2013** #
No respondents expect a 
decrease in 2013.
respondents could check m ultiple answers * *n 0
Expand current business or site 9 20%
Renovate current site 13 28%
Add more sites/business elsewhere 2 4%
Downsize current business or site 1 2%
Close down/sell business or site 1 2%
Remain the same 23 50%
respondents could check m ultiple answers * *n 4 1
respondents could check m ultiple an sw ers**n 31
Hiiill
Last minute bookings 22 56% 9 23% - - 21%
Walk in patrons 22 58% 6 16% 3 8% 18%
Retail sales 7 20% 9 26% - - 54%
Dining out 2 6% 4 13% - - 81%
Length of stay 12 32% 15 40% 3 8% 21%
Visitors seeking less expensive activities 13 35% 12 32% 1 3% 30%
# of Montanans traveling within the state 18 39% 11 29% 1 3% 21%
Canadian Visitors 19 50% 9 24% 2 5% 21%
Overseas Visitors 8 24% 10 30% 5 15% 30%
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Southeast Montana Region
Sample size: 31
Southeast Montana Region
Southeast Montana Region respondents 
represent 8% (n 31) of all respondents to  the 
study. The accommodation sector represents 
51% of all types o f tourism businesses In this 
region s survey results.
percent m ay not add to 100 (rounding)
Motel/hotel 6 19%
Bed & Breakfast 4 13%
Ranches, resorts, lodges, hostels, hot 
springs
1 3%
Vacation homes, condos, cabins 4 13%
Public campgrounds - -
Private campgrounds 1 3%
O utfltter/G ulde 2 7%
Land management agency 1 3%
Tours 1 3%
Travel planners - -
Event planners 1 3%
Vehicle rentals - -
Ski area - -
Museum, historic site 1 3%
Attraction - -
Tourism promotion/advertising 6 19%
Retail 2 7%
Restaurant 1 3%
Other - -
Increase 21 70%
Decrease 4 13%
Remained the same 5 17%
Better marketing 9 29%
Improved website 1 3%
Expanded operations/services 1 3%
Office o f Tourism marketing 3 10%
Returning guests 8 26%
Little competition In my area 4 13%
Affordability of what we offer 6 19%
U.S. economy 3 10%
Canadian exchange rate 2 7%
Other foreign exchange rates - -
More local travelers 4 13%
More regional travelers 6 19%
Special event(s) held In our area 4 13%
W eather - -
Fire activity 1 3%
Lack of fires - -
Other 6 19%
respondents could check m ultiple answers * *n 2 1
Less advertising on our part
Reduced offerings/services
Fewer returning guests
Increased competition In my area
Our pricing may be too high 1
U.S. economy 4
Gas prices 5
Exchange rates
Fewer local travelers 1
Fewer regional travelers 1
Fewer business travelers 1
Fewer leisure travelers 1
Changes In huntlng/flshing licenses 1
Construction In area
W eather 2
Fire activity 4
Lack of fires
Other 1
respondents could check m ultiple answers; * *n 4
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Increase 19 68%
Decrease - -
Remain the same 9 32%
If had 
Increase in 
2012 (n 20)
If remained the 
same in 2012 
(n 4)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 5 16%
M ore/better marketing pursued 8 26%
Improved website 2 7%
Experiencing a gradual increase 9 29%
Expanded or Improved our offerings - -
A ffordability of what we offer 6 19%
Little competition In my area 5 16%
More local travelers 4 13%
More regional travelers 8 26%
We get many repeat customers 11 36%
Canadian exchange rate 2 7%
Other foreign exchange rates - -
U.S. economy 4 13%
Special events In our area 4 13%
We are new, so we are Increasing 4 13%
More business travelers 7 23%
Reason for Expected Decrease in 
2013**
No respondents expect a 
decrease in 2013.
respondents could check m ultiple answers * *n 0
Expand current business or site 1 3%
Renovate current site 1 3%
Add more sites/business elsewhere 2 7%
Downsize current business or site - -
Close down/sell business or site 3 10%
Remain the same 19 61%
respondents could check m ultiple answers * *n 2 8
respondents could check m ultiple answers 
*n 19
Last minute bookings 8 32% 10 40% 2 8% 20%
Walk in patrons 10 37% 6 22% 4 15% 26%
Retail sales 8 31% 2 8% 1 4% 26%
Dining out 2 8% 3 12% 1 4% 77%
Length of stay 8 31% 12 46% 1 4% 19%
Visitors seeking less expensive activities 2 8% 10 39% 2 8% 46%
# of Montanans traveling within the state 8 31% 13 50% 1 4% 15%
Canadian Visitors 5 21% 11 46% 2 8% 25%
Overseas Visitors 4 16% 13 52% 1 4% 28%
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Missouri River Country
Sample size: 14
Missouri River Country
Missouri River respondents represent 3% o f all 
respondents (n 14) to  the outlook survey. 
The tourism promotion/advertising/chamber 
offices represent 36% of the responses fo r this 
region.
percent m ay not add to 100 (rounding)
M otel/hote l 1 7%
Bed & Breakfast
Ranches, resorts, lodges, hostels, hot 
springs
1 7%
Vacation homes, condos, cabins
Public campgrounds
Private campgrounds 1 7%
Outfitter/Guide 2 14%
Land management agency 1 7%
Tours
Travel planners
Event planners -
Vehicle rentals -
Ski area
Museum, historic site 2 14%
Attraction
Tourism promotion/advertising 5 36%
Bar 1 7%
Other
Increase 10 71%
Decrease 1 7%
Remained the same 3 21%
Better marketing 3 21%
Improved website 3 21%
Expanded operations/services 1 7%
Returning guests 1 7%
Little competition in my area - -
A ffordability of what we offer 2 14%
U.S. economy 3 21%
Canadian exchange rate 1 7%
Other foreign exchange rates - -
More local travelers 1 7%
More regional travelers 4 29%
Special event(s) held in our area 2 14%
W eather - -
Fire activity - -
Lack of fires 1 7%
Office o f Tourism marketing 3 21%
Other 4 29%
respondents could check m ultiple answers * *n 1 0
Less advertising on our part
Reduced offerings/services -
Fewer returning guests -
Increased competition in my area
Our pricing may be too high
U.S. economy 1
Gas prices 1
Exchange rates
Fewer local travelers
Fewer regional travelers
Fewer business travelers
Fewer leisure travelers
Changes in hunting/fishing licenses 1
Construction in area
Weather 1
Fire activity
Lack of fires
Other
respondents could check m ultiple answers; * * n l
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Increase 10 83%
Decrease 1 8%
Remain the same 1 8%
If had 
Increase in 
2011 (n 8)
# %
If remained the 
same in 2012 
(n 4)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up - -
M ore/better marketing pursued 4 29%
Improved website 1 7%
Experiencing a gradual increase 5 36%
Expanded or Improved our offerings - -
Affordability of what we offer 4 29%
Little competition In my area - -
More local travelers 2 14%
More regional travelers 4 29%
We get many repeat customers 3 21%
Canadian exchange rate - -
Other foreign exchange rates - -
U.S. economy 3 21%
Special events In our area - -
We are new, so we are Increasing 1 7%
More business travelers 6 43%
Other 1 7%
Bookings/inquires are down
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes In huntlng/flshing licenses 1
Gas prices 1
U.S. economy 1
Global economy
Other -
respondents could check m ultiple answers * * n l
Expand current business or site 2 14%
Renovate current site 3 21%
Add more sites/business elsewhere - -
Downsize current business or site 1 7%
Close down/sell business or site - -
Remain the same 4 29%
respondents could check m ultiple answers * *n 1 0
respondents could check m ultiple answers * *n 8
Last minute bookings 4 33% 2 17% 1 8% 42%
Walk in patrons 2 20% 2 20% 1 10% 50%
Retail sales 3 27% 1 9% 1 9% 55%
Dining out 3 21% - - - - 73%
Length of stay 5 50% 2 20% - - 30%
Visitors seeking less expensive activities 2 20% 2 20% 1 10% 50%
# of Montanans traveling within the state 5 56% 2 22% - - 22%
Canadian Visitors 3 33% 3 33% - - 33%
Overseas Visitors 2 22% 4 44% - - 33%
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M otel/H otel
Sample size: 79
Southwest Montana 23 30%
Glacier Country 19 24%
Yellowstone Country 15 19%
Central Montana 14 18%
Southeast Montana 6 8%
Missouri River Country 1 1%
M otel/hote l - -
Bed & Breakfast 1 1%
Ranches, resorts, lodges, hostels, hot 
springs
2 3%
Vacation homes, condos, cabins 5 6%
Public campgrounds 4 5%
Private campgrounds 6 8%
O utfitter/G uide 1 1%
Tours 6 8%
Travel planners 2 3%
Event planners 5 6%
Vehicle rentals 1 1%
Ski area 3 4%
Museum, historic site 1 1%
Attraction - -
Tourism promotion/advertising 1 1%
Wagon Train/Cattle Drive - -
Management company 1 1%
Retail 4 5%
Restaurant 15 19%
Bar 13 17%
Other 3 4%
Increase 47 62%
Decrease 13 17%
Remained the same 16 21%
Better marketing 23 29%
Improved website 9 11%
Expanded operations/services 3 4%
Office o f Tourism marketing 10 13%
Returning guests 22 28%
Little competition in my area 2 3%
Affordability of what we offer 16 20%
U.S. economy 8 10%
Canadian exchange rate 13 17%
Other foreign exchange rates 2 3%
More local travelers 7 9%
More regional travelers 12 15%
Special event(s) held in our area 9 11%
W eather 12 15%
Fire activity 3 4%
Lack of fires 5 6%
Other 8 10%
respondents could check m ultiple answers; * *n 4 7
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 7 9%
Increased competition in my area 6 8%
Our pricing may be too high 1 1%
U.S. economy 14 18%
Gas prices 6 8%
Exchange rates - -
Fewer local travelers 3 4%
Fewer regional travelers 6 8%
Fewer business travelers 3 4%
Fewer leisure travelers 7 9%
Changes in hunting/fishing licenses 6 8%
Construction in area 2 3%
Weather 1 1%
Fire activity 4 5%
Lack of fires - -
Other 2 3%
respondents could check m ultiple answers; * *n 1 3
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Increase 44 62%
Decrease 2 3%
Remain the same 25 35%
If had 
Increase in 
2012 (n 45)
If remained the 
same in 2012 
(n 13)
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 23 29%
M ore/better marketing pursued 26 33%
Improved website 8 10%
Experiencing a gradual increase 17 22%
Expanded or improved our offerings 15 19%
Affordability of what we offer 21 27%
Little competition In my area 1 1%
More local travelers 6 8%
More regional travelers 15 19%
We get many repeat customers 23 29%
Canadian exchange rate 10 13%
Other foreign exchange rates 1 1%
U.S. economy 11 14%
Special events in our area 11 14%
We are new, so we are Increasing 2 3%
More business travelers 10 13%
Other 1 1%
Bookings/inquires are down
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers 1
Expect fewer business travelers
Expect fewer local travelers 1
Expect fewer regional travelers 2
Changes in huntlng/flshing licenses 2
Gas prices 1
U.S. economy 2
Global economy 1
Other
respondents could check m ultiple answers * *n 2
Expand current business or site 9 11%
Renovate current site 24 30%
Add more sites/business elsewhere 5 6%
Downsize current business or site - -
Close down/sell business or site 8 10%
Remain the same 32 41%
respondents could check m ultiple answers * *n 7 1
respondents could check m ultiple answers 
*n 44
Last minute bookings 48 68% 16 23% 6 9% 1%
Walk in patrons 37 52% 19 27% 14 20% 1%
Retail sales 7 12% 17 29% 5 9% 51%
Dining out 9 17% 10 19% 6 11% 54%
Length of stay 18 27% 39 58% 9 13% 2%
Visitors seeking less expensive activities 24 39% 23 38% 2 3% 20%
# of Montanans traveling within the state 24 36% 33 50% 7 11% 3%
Canadian Visitors 31 49% 23 37% 6 10% 5%
Overseas Visitors 20 31% 31 48% 8 13% 8%
18
' -
-
-= = 
-
-
-
-
" = 
" = 
" 
" = 
-
Vacation Homes/Condos/Cabins
Sample size: 70
Yellowstone Country 25 37%
Glacier Country 23 34%
Southwest Montana 14 21%
Central Montana 2 3%
Southeast Montana 4 6%
Missouri River Country - -
percent m ay not add to 100 (rounding)
M otel/hote l 3 4%
Bed & Breakfast 1 1%
Ranches, resorts, lodges, hostels, hot 
springs
3 4%
Vacation homes, condos, cabins 70 100%
Public campgrounds - -
Private campgrounds - -
O utfitter/G uide - -
Tours 1 1%
Travel planners
Event planners - -
Vehicle rentals 1 1%
Ski area 1 1%
Museum, historic site - -
A ttraction - -
Tourism promotion/advertising - -
Wagon Train/Cattle Drive - -
Land Management Agency - -
Retail 1 1%
Restaurant - -
Bar - -
Other 4 6%
Increase 36 52%
Decrease 16 23%
Remained the same 17 25%
Better marketing 13 19%
Improved website 6 9%
Expanded operations/services 1 1%
Office o f Tourism marketing 2 3%
Returning guests 11 16%
Little competition in my area 4 6%
Affordability of what we offer 11 16%
U.S. economy 8 11%
Canadian exchange rate 3 4%
Other foreign exchange rates 1 1%
More local travelers 4 6%
More regional travelers 5 7%
Special event(s) held in our area 3 4%
W eather 2 3%
Fire activity - -
Lack of fires 1 1%
Other 6 9%
respondents could check m ultiple answers * *n 3 6
Less advertising on our part - -
Reduced offerings/services 2 3%
Fewer returning guests 6 9%
Increased competition in my area 7 10%
Our pricing may be too high 3 4%
U.S. economy 12 17%
Gas prices 9 13%
Exchange rates - -
Fewer local travelers 2 3%
Fewer regional travelers 2 3%
Fewer business travelers
Fewer leisure travelers 3 4%
Changes in hunting/fishing licenses 1 1%
Construction in area 1 1%
Weather 1 1%
Fire activity 7 10%
Lack of fires - -
Other 3 4%
respondents could check m ultiple answers; * *n 1 6
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Increase 38 57%
Decrease 4 6%
Remain the same 25 37%
If had 
Increase in 
2012 (n 35)
# %
If remained the 
same in 2012 
(n 16)
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 18 26%
M ore /be tte r marketing pursued 15 21%
Improved website 12 17%
Experiencing a gradual increase 17 24%
Expanded or Improved our offerings 7 10%
Affordability of what we offer 13 19%
Little competition In my area 2 3%
More local travelers 4 6%
More regional travelers 5 7%
We get many repeat customers 16 23%
Canadian exchange rate 1 1%
Other foreign exchange rates 1 1%
U.S. economy 13 19%
Special events In our area 1 1%
We are new, so we are Increasing 6 9%
More business travelers 3 4%
Other 6 9%
Bookings/inquires are down 1
We ve done less marketing
Experiencing a gradual decrease 1
Reduced our offerings/services
Our pricing may be too high 1
Increased competition In my area 1
Expect fewer leisure travelers 1
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes In huntlng/flshing licenses
Gas prices 4
U.S. economy 3
Global economy
Other
respondents could check m ultiple answers * *n 4
Expand current business or site 9 13%
Renovate current site 6 9%
Add more sites/business elsewhere 6 9%
Downsize current business or site 1 1%
Close down/sell business or site - -
Remain the same 49 70%
respondents could check m ultiple answers * *n 7 0
respondents could check m ultiple an sw ers**n 38
Last minute bookings 24 37% 27 42% 7 11% 11%
Walk in patrons 4 7% 10 16% 4 7% 71%
Retail sales 2 3% 2 3% 1 2% 92%
Dining out - - 3 5% - - 95%
Length of stay 19 31% 24 39% 13 21% 8%
Visitors seeking less expensive activities 17 30% 17 30% 2 4% 37%
# of Montanans traveling within the state 18 30% 23 38% 9 15% 18%
Canadian Visitors 10 17% 25 42% 8 13% 28%
Overseas Visitors 11 19% 18 31% 8 14% 37%
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Ranches, Resorts, Lodges, Hostels &  Hot Springs
Sample size: 30
Yellowstone Country 12 43%
Southwest Montana 8 29%
Glacier Country 3 11%
Central Montana 3 11%
Southeast Montana 1 4%
Missouri River Country 1 4%
percent m ay not add to 100 (rounding)
M otel/hote l 3 10%
Bed & Breakfast 4 13%
Ranches, resorts, lodges, hostels, 
hot springs
28 93%
Vacation homes, condos, cabins 3 10%
Public campgrounds - -
Private campgrounds - -
Outfitter/Guide 7 23%
Tours - -
Travel planners - -
Event planners 3 10%
Vehicle rentals - -
Ski area 3 10%
Museum, historic site - -
A ttraction 3 10%
Tourism promotion/advertising 1 3%
Wagon Train/Cattle Drive 3 10%
Retail 3 10%
Restaurant 6 20%
Bar 6 20%
Government Land Agency - -
Other 3 10%
Increase 18 67%
Decrease 6 22%
Remained the same 3 11%
Better marketing 10 33%
Improved website 7 23%
Expanded operations/services 9 30%
Office o f Tourism marketing 4 13%
Returning guests 14 47%
Little competition in my area 1 3%
Affordability of what we offer 5 17%
U.S. economy 4 13%
Canadian exchange rate - -
Other foreign exchange rates 1 3%
More local travelers 1 3%
More regional travelers 3 10%
Special event(s) held in our area - -
W eather - -
Fire activity - -
Lack of fires 1 3%
Other 4 13%
respondents could check m ultiple answers * *n 1 8
Less advertising on our part
Reduced offerings/services
Fewer returning guests 1
Increased competition in my area
Our pricing may be too high 1
U.S. economy 5
Gas prices 1
Exchange rates
Fewer local travelers
Fewer regional travelers
Fewer business travelers
Fewer leisure travelers 1
Changes in hunting/fishing licenses 1
Construction in area
Weather 2
Fire activity 5
Lack of fires
Other 1
respondents could check m ultiple answers; * *n 6
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Increase 20 77%
Decrease 1 4%
Remain the same 5 19%
If had 
Increase in 
2012 (n 17)
If remained the 
same in 2012 
(n 3)
# %
Outlook for 2013
100%hcrease
Remain the same
Bookings/inquires are up 12 40%
M ore /be tte r marketing pursued 10 33%
Improved website 6 20%
Experiencing a gradual increase 11 37%
Expanded or Improved our offerings 9 30%
Affordability of what we offer 8 27%
Little competition In my area 3 10%
More local travelers - -
More regional travelers 1 3%
We get many repeat customers 13 43%
Canadian exchange rate 1 3%
Other foreign exchange rates 1 3%
U.S. economy 4 13%
Special events In our area - -
We are new, so we are Increasing 2 7%
More business travelers - -
Other 2 7%
Bookings/Inquires are down 1
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes in hunting/fishing licenses
Gas prices 1
U.S. economy 1
Global economy 1
Other 1
respondents could check m ultiple answers * * n l
Expand current business or site 7 23%
Renovate current site 5 17%
Add more sites/business elsewhere 1 3%
Downsize current business or site - -
Close down/sell business or site - -
Remain the same 15 50%
respondents could check m ultiple answers * *n 3 0
respondents could check m ultiple answers 
*n 20
Last minute bookings 9 33% 12 44% 3 11% 11%
Walk in patrons 3 12% 6 23% 1 4% 62%
Retail sales 11 44% 3 12% - - 44%
Dining out 7 29% 2 8% - - 63%
Length of stay 15 56% 8 30% 3 11% 4%
Visitors seeking less expensive activities 6 23% 12 46% 2 8% 23%
# of Montanans traveling within the state 4 15% 14 54% 1 4% 27%
Canadian Visitors 5 19% 10 39% 6 23% 19%
Overseas Visitors 7 27% 12 46% 6 23% 4%
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Outfitter/G uide
Sample size: 42
Yellowstone Country 13 32%
Southwest Montana 12 29%
Glacier Country 8 20%
Central Montana 4 10%
Southeast Montana 2 5%
Missouri River Country 2 5%
percent m ay not add to 100 (rounding)
M otel/hote l 2 5%
Bed & Breakfast 2 5%
Ranches, resorts, lodges, hostels, 
hot springs
8 19%
Vacation homes, condos, cabins 3 7%
Public campgrounds
Private campgrounds
Outfitter/Guide 41 100%
Wagon tra in /ca ttle  drives 2 5%
Tours 6 14%
Travel planners 3 7%
Event planners
Vehicle rentals
Ski area
Museum, historic site
Attraction
Tourism promotion/advertising
Government Land Agency
Retail 6 14%
Restaurant 1 2%
Bar 1 2%
Other 3 7%
Increase 21 50%
Decrease 12 29%
Remained the same 9 21%
Better marketing 11 26%
Improved website 7 17%
Expanded operations/services 6 14%
Office o f Tourism marketing - -
Returning guests 16 38%
Little competition in my area - -
A ffordability of what we offer 5 12%
U.S. economy 3 7%
Canadian exchange rate 2 5%
Other foreign exchange rates 1 2%
More local travelers 1 2%
More regional travelers 5 12%
Special event(s) held in our area 2 5%
Weather 10 24%
Fire activity - -
Lack of fires 2 5%
Other 1 2%
respondents could check m ultiple answers * *n 2 1
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 3 7%
Increased competition in my area 1 2%
Our pricing may be too high - -
U.S. economy 10 24%
Gas prices 4 10%
Exchange rates - -
Fewer local travelers - -
Fewer regional travelers - -
Fewer business travelers - -
Fewer leisure travelers 1 2%
Changes in hunting/fishing licenses 8 19%
Construction in area 1 2%
Weather 3 7%
Fire activity 1 2%
Lack of fires - -
Other 5 12%
respondents could check m ultiple answers; * *n 1 2
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Increase 26 63%
Decrease 3 7%
Remain the same 12 29%
If had 
Increase in 
2012 (n 21)
# %
If remained the 
same in 2012 
(n 8)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 10 24%
M ore/better marketing pursued 13 31%
Improved website 7 17%
Experiencing a gradual increase 11 26%
Expanded or Improved our offerings 8 19%
Affordability of what we offer 8 19%
Little competition In my area 1 2%
More local travelers 2 5%
More regional travelers 4 10%
We get many repeat customers 16 38%
Canadian exchange rate 2 5%
Other foreign exchange rates - -
U.S. economy 6 14%
Special events In our area 2 5%
We are new, so we are Increasing 1 2%
More business travelers - -
Other 2 5%
Bookings/inquires are down
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes In huntlng/flshing licenses 2
Gas prices 2
U.S. economy 2
Global economy 1
Other
respondents could check m ultiple answers * *n 3
Expand current business or site 10 24%
Renovate current site 7 17%
Add more sites/business elsewhere 3 7%
Downsize current business or site 2 5%
Close down/sell business or site 2 5%
Remain the same 19 45%
respondents could check m ultiple answers * *n 4 1
Respondents could check m ultiple answers n 26
Last minute bookings 19 48% 13 33% 4 10% 10%
Walk in patrons 11 30% 11 30% 4 11% 30%
Retail sales 13 37% 4 11% 3 9% 43%
Dining out - - - - 2 7% 93%
Length of stay 2 6% 19 58% 4 12% 24%
Visitors seeking less expensive activities 7 22% 10 31% 2 6% 41%
# of Montanans traveling within the state 4 13% 14 44% 3 9% 34%
Canadian Visitors 11 33% 11 33% 1 3% 30%
Overseas Visitors 10 315 11 34% 2 6% 28%
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Tourism  Promotion: Chamber of Commerce/CVB/Advertising
Sample size: 51
Yellowstone Country 13 26%
Southwest Montana 10 20%
Glacier Country 8 16%
Central Montana 8 16%
Southeast Montana 6 12%
Missouri River Country 5 10%
percent m ay not add to 100 (rounding)
M otel/hote l
Bed & Breakfast 1 2%
Ranches, resorts, lodges, hostels, hot 
springs
Vacation homes, condos, cabins
Public campgrounds
Private campgrounds
O utfitter/G uide
Tours 1 2%
Travel planners 5 10%
Event planners 5 10%
Wagon Train/Cattle Drive -
Vehicle rentals -
Ski area -
Museum, historic site -
Attraction
Tourism promotion/advertising 43 84%
Government Land Managing Agency 2 4%
Retail -
Restaurant -
Bar -
Other 19 37%
Increase 37 80%
Decrease 3 7%
Remained the same 6 13%
Better marketing 24 47%
Improved website 9 17%
Expanded operations/services 1 2%
Office of Tourism marketing 15 29%
Returning guests 9 17%
Little competition in my area 1 2%
Affordability of what we offer 5 10%
U.S. economy 12 24%
Canadian exchange rate 14 28%
Other foreign exchange rates 4 8%
More local travelers 7 14%
More regional travelers 15 24%
Special event(s) held in our area 10 20%
W eather 5 10%
Fire activity - -
Lack of fires 3 6%
Other 8 16%
respondents could check m ultiple answers * *n 3 7
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests - -
Increased competition in my area - -
Our pricing may be too high 1 2%
U.S. economy - -
Gas prices 1 2%
Exchange rates - -
Fewer local travelers - -
Fewer regional travelers - -
Fewer business travelers - -
Fewer leisure travelers - -
Changes in hunting/fishing licenses - -
Construction in area - -
Weather 2 4%
Fire activity 2 4%
Lack of fires - -
Other 3 6%
respondents could check m ultiple answers; * *n 3
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Increase 32 70%
Decrease - -
Remain the same 14 30%
If had 
Increase in 
2012 (n 37)
If remained the 
same in 2012 
(n 7)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 3 6%
M ore/better marketing pursued 21 41%
Improved website 9 18%
Experiencing a gradual increase 15 29%
Expanded or Improved our offerings 3 6%
Affordability of what we offer 7 14%
Little competition In my area - -
More local travelers 5 10%
More regional travelers 15 29%
We get many repeat customers 7 14%
Canadian exchange rate 8 16%
Other foreign exchange rates 2 4%
U.S. economy 11 22%
Special events In our area 6 12%
We are new, so we are Increasing 1 2%
More business travelers 5 10%
Reason for Expected Decrease in 2013**
No respondents expect a 
decrease in 2013.
respondents could check m ultiple answers * *n 0
Expand current business or site 9 18%
Renovate current site 4 8%
Add more sites/business elsewhere 1 2%
Downsize current business or site 1 2%
Close down/sell business or site - -
Remain the same 24 47%
respondents could check m ultiple answers * *n 5 1
respondents could check m ultiple an sw ers**n 32
Last minute bookings 6 15% 5 13% - - 73%
Walk in patrons 12 24% 8 21% 2 5% 42%
Retail sales 5 13% 6 15% - - 73%
Dining out 7 18% 3 8% - - 75%
Length of stay 9 23% 3 8% 1 3% 67%
Visitors seeking less expensive activities 8 21% 10 26% 1 3% 50%
# of Montanans traveling within the state 15 405 9 24% 1 3% 34%
Canadian Visitors 17 43% 10 25% 2 5% 28%
Overseas Visitors 13 34% 12 32% 1 3% 32%
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Bed and Breakfast
Sample size: 29
Glacier Country 10 35%
Southwest Montana 8 28%
Yellowstone Country 5 17%
Southeast Montana 4 14%
Central Montana 2 7%
Missouri River Country - -
percent m ay not add to 100 (rounding)
M otel/hote l 1 3%
Bed & Breakfast 28 97%
Ranches, resorts, lodges, hostels, 
hot springs
4 14%
Vacation homes, condos, cabins 3 10%
Public campgrounds - -
Private campgrounds - -
O utfitter/G uide 2 7%
Tours 2 7%
Travel planners 1 3%
Event planners 1 3%
Vehicle rentals - -
Ski area 1 3%
Museum, historic site 1 3%
Attraction - -
Tourism promotion/advertising - -
Wagon Train/Cattle Drive - -
Government Land Managing Agency - -
Retail 1 3%
Restaurant - -
Bar - -
Other 1 3%
Increase 14 48%
Decrease 8 28%
Remained the same 7 24%
Better marketing 6 21%
Improved website 6 21%
Expanded operations/services 1 3%
Office o f Tourism marketing 4 14%
Returning guests 7 14%
Little competition in my area 2 7%
Affordability of what we offer 3 10%
U.S. economy 3 10%
Canadian exchange rate 5 17%
Other foreign exchange rates 1 3%
More local travelers 2 7%
More regional travelers 3 10%
Special event(s) held in our area 1 3%
Weather 5 17%
Fire activity 1 3%
Lack of fires 5 3%
Other 2 7%
respondents could check m ultiple answers * *n 1 4
Less advertising on our part 2
Reduced offerings/services
Fewer returning guests 3
Increased competition in my area 1
Our pricing may be too high
U.S. economy 9
Gas prices 8
Exchange rates
Fewer local travelers 2
Fewer regional travelers 4
Fewer business travelers 3
Fewer leisure travelers 5
Changes in hunting/fishing licenses 2
Construction in area 2
Weather 2
Fire activity 5
Lack of fires
Other 1
respondents could check m ultiple answers; * *n 8
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Increase 14 52%
Decrease 2 7%
Remain the same 11 41%
If had 
Increase in 
2012 (n 13)
If remained the 
same in 2012 
(n 7)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquires are up 7 24%
M ore /be tte r marketing pursued 6 21%
Improved website 7 24%
Experiencing a gradual increase 9 31%
Expanded or Improved our offerings 3 10%
Affordability of what we offer 5 17%
Little competition in my area 2 7%
More local travelers 2 7%
More regional travelers 3 10%
We get many repeat customers 9 31%
Canadian exchange rate 3 10%
Other foreign exchange rates 1 3%
U.S. economy 6 21%
Special events in our area 3 10%
We are new, so we are increasing 2 7%
More business travelers 2 7%
Other 1 3%
Bookings/inquires are down
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area 1
Expect fewer leisure travelers 1
Expect fewer business travelers
Expect fewer local travelers
Expect fewer regional travelers
Changes in hunting/fishing licenses 1
Gas prices 2
U.S. economy 2
Global economy 1
Other
respondents could check m ultiple answers * *n 2
Expand current business or site 4 14%
Renovate current site 4 14%
Add more sites/business elsewhere - -
Downsize current business or site 1 3%
Close down/sell business or site 5 17%
Remain the same 16 55%
respondents could check m ultiple answers * *n 2 7
respondents could check m ultiple an sw ers**n 14
Last minute bookings 13 46% 11 39% 4 14%
Walk in patrons 5 20% 6 24% 5 20% 36%
Retail sales 2 9% 6 27% 1 5% 59%
Dining out 3 15% 1 5% - - 80%
Length of stay 8 31% 12 46% 4 15% 8%
Visitors seeking less expensive activities 5 21% 7 29% 7 29% 21%
# of Montanans traveling within the state 5 23% 13 59% 1 5% 5%
Canadian Visitors 9 38% 9 38% 4 17% 8%
Overseas Visitors 5 22% 9 39% 6 26% 13%
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Attractions: Ski Areas, Museums, and other Attractions
Sample size: 26 (4 ski areas, 18 museums, 4 other attractions)
Southwest Montana 8 33%
Central Montana 6 25%
Yellowstone Country 5 21%
Glacier Country 2 8%
Missouri River Country 2 8%
Southeast Montana 1 4%
percent m ay not add to 100 (rounding)
M otel/hote l 2 8%
Bed & Breakfast - -
Ranches, resorts, lodges, hostels, hot 1 4%
springs
Vacation homes, condos, cabins 4 15%
Public campgrounds 4 15%
Private campgrounds - -
O utfitter/G uide 1 4%
Tours 4 15%
Travel planners - -
Event planners 1 4%
Vehicle rentals - -
Ski area 4 15%
Museum, historic site 13 50%
Attraction
Tourism promotion/advertising 3 12%
Wagon Train/Cattle Drive - -
Government Land Managing Agency 2 8%
Retail 4 15%
Restaurant 2 8%
Bar 2 8%
Other 3 12%
Increase 16 67%
Decrease 2 8%
Remained the same 6 25%
Better marketing 7 27%
Improved website 2 8%
Expanded operations/services 5 19%
Office o f Tourism marketing 1 4%
Returning guests 6 23%
Little competition In my area 1 4%
Affordability of what we offer 7 27%
U.S. economy 4 15%
Canadian exchange rate 3 12%
Other foreign exchange rates - -
More local travelers 5 19%
More regional travelers 1 4%
Special event(s) held in our area 2 8%
W eather 3 12%
Fire activity - -
Lack of fires - -
Other 4 15%
respondents could check m ultiple answers * *n 1 6
Less advertising on our part
Reduced offerings/services
Fewer returning guests
Increased competition In my area
Our pricing may be too high
U.S. economy 1
Gas prices 2
Exchange rates
Fewer local travelers 1
Fewer regional travelers
Fewer business travelers
Fewer leisure travelers
Changes in huntlng/flshing licenses
Construction in area
Weather
Fire activity 2
Lack of fires 1
respondents could check m ultiple answers; * *n 2
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Increase 18 86%
Decrease - -
Remain the same 3 14%
If had 
Increase in 
2012 (n 16)
If remained the 
same in 2012 
(n 6)
# %
Outlook for 2013
100%hcrease
Remain the same
Bookings/inquires are up 5 19%
M ore/better marketing pursued 9 35%
Improved website 4 15%
Experiencing a gradual increase 6 23%
Expanded or improved our offerings 8 31%
Affordability of what we offer 8 31%
Little competition in my area 2 8%
More local travelers 5 19%
More regional travelers 5 19%
We get many repeat customers 10 39%
Canadian exchange rate 1 4%
Other foreign exchange rates - -
U.S. economy 2 8%
Special events in our area 2 8%
We are new, so we are increasing 4 15%
More business travelers 1 4%
Reason for Expected Decrease in 
2012 * *
No respondents expect a 
decrease in 2013.
respondents could check m ultiple answers * *n 0
Expand current business or site 5 19%
Renovate current site 4 15%
Add more sites/business elsewhere 2 8%
Downsize current business or site - -
Close down/sell business or site - -
Remain the same 15 58%
respondents could check m ultiple answers * *n 2 6
respondents could check m ultiple answers 
*n 18
Last minute bookings 5 29% 3 18% - - 53%
Walk in patrons 10 48% 6 29% 1 55 19%
Retail sales 9 45% 4 20% 1 5% 30%
Dining out - - 3 18% - - 82%
Length of stay 4 24% 4 24% 2 125 41%
Visitors seeking less expensive activities 6 55% 4 22% - - 44%
# of Montanans traveling within the state 11 55% 4 20% 2 10% 15%
Canadian Visitors 7 37% 9 47% - - 16%
Overseas Visitors 3 18% 7 41% 3 18% 24%
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Campgrounds (private and public)
Sample size: 18
Glacier Country 10 59%
Southwest Montana 2 12%
Central Montana 2 12%
Yellowstone Country 1 6%
Southeast Montana 1 6%
Missouri River Country 1 6%
percent m ay not add to 100 (rounding)
M otel/hote l
Bed & Breakfast 1 6%
Ranches, resorts, lodges, hostels, hot 
springs
Vacation homes, condos, cabins 2 11%
Public campgrounds 2 11%
Private campgrounds 17 94%
O utfitter/G uide
Tours
Travel planners
Event planners 1 6%
Vehicle rentals
Ski area
Museum, historic site
Attraction
Tourism promotion/advertising
Wagon Train/Cattle Drive
Government Land Managing Agency
Retail 3 17%
Restaurant 3 17%
Bar
Other 1 6%
Increase 12 67%
Decrease 3 17%
Remained the same 3 17%
Better marketing 4 22%
Improved website 1 6%
Expanded operations/services - -
Office o f Tourism marketing - -
Returning guests 7 39%
Little competition in my area - -
A ffordability of what we offer 3 17%
U.S. economy 1 6%
Canadian exchange rate 5 28%
Other foreign exchange rates - -
More local travelers - -
More regional travelers 3 17%
Special event(s) held in our area 1 11%
W eather 3 17%
Fire activity 1 6%
Lack of fires 3 17%
Other 4 22%
respondents could check m ultiple answers * *n 1 2
Less advertising on our part
Reduced offerings/services
Fewer returning guests
Increased competition in my area
Our pricing may be too high 1
U.S. economy 3
Gas prices 4
Exchange rates
Fewer local travelers
Fewer regional travelers
Fewer business travelers
Fewer leisure travelers 1
Changes in hunting/fishing licenses
Construction in area 2
Weather 3
Fire activity 1
Lack of fires
respondents could check m ultiple answers; * *n 3
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Increase 10 59%
Decrease - -
Remain the same 7 41%
If had 
Increase in 
2011 (n 12)
# %
If remained the 
same in 2012 
(n 2)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquiries are up - -
M ore /be tte r marketing pursued 2 11%
Improved website - -
Experiencing a gradual increase 7 39%
Expanded or Improved our offerings 3 17%
Affordability of what we offer 1 6%
Little competition In my area 2 11%
More local travelers 1 6%
More regional travelers 1 6%
We get many repeat customers 5 28%
Canadian exchange rate 5 28%
Other foreign exchange rates - -
U.S. economy 1 6%
Special events In our area 3 17%
We are new, so we are Increasing 1 6%
More business travelers 1 6%
Reason for Expected Decrease in 
2013**
No respondents expect a decrease in 2013.
respondents could check m ultiple answers * *n 0
Expand current business or site 2 11%
Renovate current site 6 33%
Add more sites/business elsewhere 2 11%
Downsize current business or site - -
Close down/sell business or site - -
Remain the same 12 67%
respondents could check m ultiple answers * *n 1 7
respondents could check m ultiple answers 
*n 10
Last minute bookings 5 33% 8 53% 2 13%
Walk in patrons 5 33% 6 40% 3 20% 7%
Retail sales 4 31% 2 15% 3 23% 31%
Dining out 2 14% 3 21% - - 64%
Length of stay 11 79% 3 21% - - -
Visitors seeking less expensive activities 5 29% 7 50% 2 14%
# of Montanans traveling within the state 4 29% 7 50% 3 21%
Canadian Visitors 9 64% 4 29% 1 7%
Overseas Visitors 3 21% 7 50% 3 21% 7%
32
= = 
" = 
" = 
" 
" = 
-
-
-
-
-
R etail/R estaurant/B ar
Sample size: 38 (24 Retail, 9 Restaurant, 5 Bar)
Yellowstone Country 15 41%
Glacier Country 8 22%
Southwest Montana 8 22%
Southeast Montana 3 8%
Central Montana 2 5%
Missouri River Country 1 3%
percent m ay not add to 100 (rounding)
M otel/hote l 7 18%
Bed & Breakfast
Ranches, resorts, lodges, hostels, hot 
springs
Vacation homes, condos, cabins 3 8%
Public campgrounds 1 3%
Private campgrounds
O utfitter/G uide 1 3%
Tours 2 5%
Travel planners
Event planners
Vehicle rentals
Ski area
Museum, historic site
Attraction 3 8%
Tourism promotion/advertising 1 3%
Wagon Train/Cattle Drive
Government Land Managing Agency
Retail 28 74%
Restaurant 13 34%
Bar 9 24%
Other 8 21%
Increase 23 62%
Decrease 5 14%
Remained the same 9 24%
Better marketing 8 21%
Improved website 5 13%
Expanded operations/services 1 3%
Office o f Tourism marketing 7 18%
Returning guests 11 29%
Little competition in my area 4 11%
Affordability of what we offer 7 18%
U.S. economy 5 13%
Canadian exchange rate 4 11%
Other foreign exchange rates - -
More local travelers 5 13%
More regional travelers 11 29%
Special event(s) held in our area 3 8%
W eather 4 11%
Fire activity 3 8%
Lack of fires 2 5%
Other 1 3%
respondents could check m ultiple answers * *n 2 3
Less advertising on our part 1
Reduced offerings/services
Fewer returning guests 1
Increased competition in my area 3
Our pricing may be too high
U.S. economy 6
Gas prices 5
Exchange rates 2
Fewer local travelers 1
Fewer regional travelers
Fewer business travelers
Fewer leisure travelers 1
Changes in hunting/fishing licenses 2
Construction in area
W eather
Fire activity 3
Lack of fires
Other 1
respondents could check m ultiple answers; * *n 5
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Increase 23 64%
Decrease 3 8%
Remain the same 10 28%
If had 
Increase in 
2012 (n 23)
If remained the 
same in 2012 
(n 7)
# %
Outlook for 2013
hcrease
Remain the same
Bookings/inquiries are up 4 11%
M ore /be tte r marketing pursued 6 16%
Improved website 4 11%
Experiencing a gradual increase 8 21%
Expanded or Improved our offerings 7 18%
Affordability of what we offer 6 16%
Little competition In my area 5 13%
More local travelers 3 8%
More regional travelers 4 11%
We get many repeat customers 16 42%
Canadian exchange rate 2 5%
Other foreign exchange rates - -
U.S. economy 8 21%
Special events In our area 4 11%
We are new, so we are Increasing 3 8%
More business travelers 3 8%
Other 3 8%
Bookings/inquiries are down
We ve done less marketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased competition In my area
Expect fewer leisure travelers 2
Expect fewer business travelers
Expect fewer local travelers 1
Expect fewer regional travelers 1
Changes In huntlng/flshing licenses
Gas prices 2
U.S. economy 3
Global economy 3
Other
respondents could check m ultiple answers * *n 3
Expand current business or site 9 24%
Renovate current site 5 13%
Add more sites/business elsewhere - -
Downsize current business or site - -
Close down/sell business or site - -
Remain the same 21 55%
respondents could check m ultiple answers * *n 3 8
respondents could check m ultiple an sw ers**n 23
Last minute bookings 8 29% 5 18% 1 4% 50%
Walk in patrons 20 65% 8 26% 2 7% 3%
Retail sales 19 61% 7 23% 3 10% 7%
Dining out 3 11% 8 29% 4 14% 46%
Length of stay 3 11% 10 37% 1 4% 48%
Visitors seeking less expensive activities 7 24% 9 31% 2 7% 38%
# of Montanans traveling within the state 11 39% 14 50% 2 7% 4%
Canadian Visitors 11 42% 12 46% 1 4% 8%
Overseas Visitors 7 28% 11 44% 6 24% 4%
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Appendix A: Survey letter and rem inder letter
First email
Dear tourism /recreation professional,
This Is our annual survey o f Montanans Involved in the tourism and recreation Industry. It Is very short and simply asks 
what 2012 was like fo r you and what you anticipate fo r the upcoming year. It w ill only take you three minutes to 
complete.
Please click the link below to  go to  the survev. The more people who complete the survey, the more Information we can 
provide as It relates to  your particular segment of the Industry.
Survey link:
Last year, 339 o f you responded. The breakdown by travel region Is shown In the box below. We are hoping tha t we 
could get close to  100 responses from  each region! Please do your part, complete the survey, then te ll your fe llow  
tourism business owners to  complete the survey as well I
Glacier Country 102 30%
Yellowstone Country 105 31%
SW Montana (formerly Gold West Country) 61 18%
SE Montana (formerly Custer Country) 19 6%
Central MT (formerly Russell Country) 36 11%
Missouri River Country 16 5%
Thank you so much!
Reminder email
Dear Tourism Business Owner and Manager,
This Is just a friendly reminder to  complete the Tourism Outlook Survey by Wednesday November 7* .̂ Your Information 
Is completely anonymous but helps all you folks In the tourism Industry understand how 2012 treated the tourism 
Industry and what the prospects are fo r 2013. Please click on this link to  access the survey:
As I mentioned In the firs t email, we are aiming fo r over 350 respondents but Ideally 100 In each travel region. As of 
noon today (Monday, Nov. 5* )̂ we have 283 completed surveys. Please help us and the Industry by filling out this very 
quick survey. In the chart below, you w ill see how many responses we have by travel region. Not one region Is at 100 
responses yet.... Could you help get to  tha t mark?
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Answ er t Count T PercentT
1. Glacier Country 62 21.91%
2, Yell owston e C ou ntry eg 31,46%
3. Missouri River Country 9 3.13%
4. Southeast Montana [formerly Custer Country) 21 7.42%
5. Central Montana [formerly R ussell Country) 29 10.25%
6. Southwest Montana [formerly Gold W est Country) 73 25.30%
Thank you fo r your time. Your efforts are so appreciated.
Thank you email
Hello Tourism Industry folks,
I want to  thank the over 400 of you who responded to  the Travel Industry Outlook Survey this year. It was a record 
number! This link w ill give you quick results to  the survey: http://survevanalytics.eom/s/l-1442120-3107692. Enjoy 
looking at it.
The full report w ill be available in late December. This w ill Include a fu rthe r analysis by type o f travel business as well as 
by travel region. It w ill also include all the open-ended responses to  the questions which do not show up in the qulck- 
results link above.
According to  all o f you, it was a good year fo r the industry. 61% said business was up in 2012. In 2013, 64% of you 
expect an increase and 31% expect to  stay the same. So, this next year looks to  be a positive one as well!
Again, thank you fo r the great response.
Norma
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Appendix B: Survey Instrum ent
Hello Montana tourism business owners and managers!
It Is tha t tim e of year again fo r the Outlook survey. This survey Is being sent to  all Montana tourism business/ 
organization owners. The Institute fo r Tourism and Recreation Research at the University o f Montana Is assessing your 
past years visitor numbers and your assumptions as to  why your business Increased or decreased In 2012. In addition, 
we would like your best judgment as to  what w ill happen In 2013. This Information helps business owners, marketers, 
and policy makers fu rther understand the tourism Industry In Montana. Your answers to  this survey w ill be confidential 
and all results w ill be presented In the aggregate.
The results w ill be presented by Norma Nickerson, ITRR Director, at the Outlook seminars w ith  the Bureau of Business 
and Economic Research In early 2013 and published on the ITRR website at w w w .ltrr.um t.edu. Thank you for your time. 
If you have any questions concerning this project, please call the ITRR office at 406-243-5686.
Select the categories that describe your business or organization (check all that apply).
1. M otel/Hotel
2. Bed & Breakfast
3. Ranches, Resorts, Lodges, Hostels & Hot Springs
4. Vacation Home/Condo/Cablns
5. Public Campground/RV Park
6. Private Campground/RV Park
7. O utfitter/G uide
8. Wagon Train/Cattle Drive
9. Tours
10. Travel Planners
11. Event Planners
12. Vehicle Rentals
13. Ski Area
14. Museum/Historic site
15. Private Attraction
16. Tourism Promotion/Advertising
17. Government Land Managing Agency
18. Retail
19. Restaurant
2 0 .Bar
21. Management Company
22. Other (please specify)
Which of the business categories you checked above would you say is your PRIMARY tourism business? (select only 
one)
1. M otel/Hotel
2. Bed & Breakfast
3. Ranches, Resorts, Lodges, Hostels & Hot Springs
4. Vacation Homes/Condos/Cablns
5. Public Campground/RV Park
6. Private Campground/RV Park
7. O utfitter/G uide
8. Wagon Train/Cattle Drive
9. Tours
10. Travel Planners
11. Event Planners
12. Vehicle Rentals
13. Ski Area
14. Museum/Historic site
15. Private Attraction
16. Tourism Promotion/Advertising
17. Government Land Managing Agency
18. Retail
19. Restaurant
2 0 .Bar
21. Management Company
22. Other (please specify)
In which Montana county is your primary business located?
In which Montana travel region are you primarily located?
1. Glacier Country
2. Yellowstone Country
3. Missouri River Country
4. Southeast Montana (formerly Custer Country)
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5. Central Montana (formerly Russell Country)
6. Southwest Montana (formerly Gold West 
Country)
How did your visitation/customer numbers change in 2012 versus 2011?
1. Increased
2. Decreased
3. Stayed the Same
If your visitation remained the same in 2012 compared to 2011, please describe why you feel your business was 
steady while others increased or decreased.
If you saw an increase in 2012 versus 2011, why do suppose your number of visitors/guests was up? (check all that 
apply)
1. Better marketing
2. Improved website
3. Expanded operations/services
4. Office o f Tourism marketing
5. Returning guests
6. Little competition In my area
7. Weather
8. U.S. economy
9. Canadian exchange rates
10. Other foreign exchange rates
11. A ffordability of what we offer
12. More local (resident) travelers
13. More regional travelers
14. Special events(s) held In our area
15. Fire activity
16. Lack o f fires
17. Other (please specify
If you saw a decrease in 2012 vs 2011, why do you suppose your number of visitors/guests was down? (check all that 
apply)
1. Our pricing may be too high
2. Fewer returning visitors
3. Fewer business travelers
4. Fewer leisure travelers
5. Changes of hunting or fishing 
licenses/regulations
6. Fewer local travelers
7. Fewer regional travelers
8. U.S. economy
9. Gas prices
10. Increased competition In my area
11. Less advertising on our part
12. Reduced offerings/services
13. W eather
14. Construction In our area
1 5 .Exchange rates
16. Fire activity
17. Lack o f fires
18. Other
This year in your business, did you experience an increase or decrease in the following as related to vacation/leisure 
travelers?
Increased stayed the 
same
Decreased Does not 
apply
Last m inute bookings a a a a
Walk In patrons a a a a
Retail sales a a a a
Dining out a a a a
Length o f stay a a a a
Visitors seeking less expensive activities a a a a
Number o f Montanans traveling w ith in the state a a a a
Canadian visitors a a a a
Overseas visitors a a a a
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Looking ahead to 2013, how do you anticipate visitor/guest numbers will change?
1. Increase
2. Decrease
3. Remain the same
If you expect an increase, why do you think your visitation will be up? (Please check all that apply)
1. Bookings/inquiries are up
2. A ffordability of what we offer
3. M ore /be tte r marketing has been pursued
4. We ve been experiencing a gradual increase
5. We ve expanded or improved our offerings 
(services or product)
6. U.S. economy
7. Little or less competition in my area
8. We get many repeat customers
9. Improved website
10. We are new, so we are increasing
11. Canadian exchange rate
12. Other foreign exchange rate
13. More business travelers
14. More local travelers
15. More regional travelers
16. Special event(s)in the area
17. Other
If you expect a decrease, why do you think your visitation will be down. (Please check all that apply)
1. Bookings/inquiries are down
2. We ve done less marketing
3. We ve been experiencing a gradual decrease 
over the years
4. We ve reduced our offerings (services or 
product)
5. U.S. economy
6. Global economy
7. Our pricing may be too high
8. Gas prices
9. Changes in hunting or fishing licenses
10. Increased competition in my area
11. Expect fewer leisure travelers
12. Expect fewer business travelers
13. Expect fewer local travelers
14. Expect fewer regional travelers
15. Other
In the next year, do you plan to...? (Please check all that apply)
1. Expand current business or site
2. Renovate current site
3. Add more sites/business elsewhere
4. Downsize current business or site
5. Close down/sell current business or site
6. Remain the same
Please share with us any additional comments you have regarding the 2013 tourism outlook.
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Appendix C: Open Ended Responses
If your visitation rem ained the sam e in 2012  com pared to 2011, please describe w hy you  
feel your business was steady w hile others increased or decreased.
•  GOOD RELATIONSHIP WITH REPEAT CUSTOMERS, WEB PRESENCE WITH IMMEDIATE FOLLOW-UP ON 
INQUIRIES; COULD HAVE BEEN HIGHER WITH EVEN BETTER FOLLOW-UP ON INQUIRIES EARLY IN 
BQQKING SEASQN, A FEW WEEKS WERE SQFTER THAN USUAL, NQT SURE WHY
Although I wanted to  see an Increase, I th ink It is due to  the economy and less available disposable 
Income fo r individuals.
Am unsure If It Increased or decreased as It was my firs t year coordinating volunteers.
Bookings Increased by 10%
Cattle drive guest numbers were down. Elk/deer/antelope hunters are slightly down; mountain lion 
hunters made up the difference.
economy
economy
economy still tough fo r travelers to  spend money on souvenir Items
Economy was the biggest factor w ith  young families.
Even w ith  steady visitation our business Increased and I am not sure why.
Fires and smoke really stopped August and September travel
Good value, good promotion
Good Weather
Good weather, early Park opening, economy better made fo r good tourism. No complaints!
Hard to  say.
Have no Idea.
I purchased Madison Management In Sept 2011. I am new to  the Industry and do not know how my 
visitation record compares w ith  others or why.
I saw an Increase In Instate travelers, same In Canadian and decrease In Business
Income Increased by 20%
It actually Increased slightly
Managed In the same manner.
menu pleases a lot o f d ifferent people
n/a, we are non profit and don t do 'business
New owners and we took over In January 2012. Not enough tim e to  market effectively In 2012.
no known reason
Qur business In the fish lng/ou tfltting  side of things Is very fickle and relates more to  weather and snow 
pack and prior year conditions fo r specific fishing related travel. A fter 2 years or record snowpack and 
blown out rivers many customers stayed home early In the year (May, June, July) and then w ith  forest 
fires beginning early many customers chose to  stay at home late.
Qverall, longer stays, but fewer customers.
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People are used to  the high price o f gas, still traveling to  Glacier Park, or on Highway 2 instead of 
interstate to  see more o f Montana, hunters still out
Return guests and groups tha t come back every year. Locals who utilize the hot springs pools and come 
fo r weekend entertainment. Popular wedding venue.
Same good, reliable service
Snow quality better than rest of the country
Solid reputation brought consistency.
The number of out-of-state hunters has decreased because o f new license requirements. We cannot 
market M t lion hunters and the loss o f ou tfitte r tags. Last tw o years we have zero cat hunters.
The overall economic outlook. 
This is my firs t year in business, 
unsure
very small enterprise
WE are a TV Station Promoting Tourist related events in our viewing area. WE are consistent w ith 
advertising revenues fo r these events from the previous year.
We as a small Museum have many local people visit as well as tourists and families tha t want to  know 
about some o f the ir fam ily members tha t used to  live here. One o f our volunteers is also a genealogist 
which is a great help.
We had a very good 2011 and 2012 was very close to  that.
We have been affected negatively by the Going-to-the- Sun Road construction.
We have had a steady growth fo r 6 years but the lack of water in our rivers hurt our business this year 
and our numbers were about the same as last year.
We increased number o f bookings and increased our nightly rate in 2012.
We lim it the amount o f clients we take to  insure quality game animals.
We need to  market more.
We were at 100% occupancy both 2011 & 2012 so it was impossible to  increase.
We were at capacity all summer.
We were fully booked both years during July-mid-September. The only room fo r expansion would have 
been the shoulders and tha t didn t happen.
Word has spread and we are almost maxed out fo r occupancy...good place to  be.
Yellowstone is a primary draw. Have had several record visitation years recently, so hard to  keep 
increasing.
If you saw  an increase in 2012  versus 2011, w hy do suppose your num ber of 
v isitors/gu ests was up?
•  A fter the severe w inter o f 2010 2011 we chose not to  take hunters. The game has rebounded 
some and so we started hunting again.
•  Bakken Oil
•  Bakken Oil activity
•  Bakken Oil activity
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Better Economy
better snowfall than competitors In other states 
change In programming to  Involve more kids 
changed locations
Direct airline flights from  Newark to  Bozeman 
Early opening o f the Going to  the Sun Road
Expanded knowledge o f our business. We are only 4 years old, a niche market In a niche market 
Going to  the Sun Road opened earlier than last year 
great reviews on website
I had more reviews (all good) fo r my home than In previous years. I th ink that helped Increase 
the flow  of travelers to  my door.
I Increased the amount o f tim e I put Into the business (the number of hours every day of the 
week)
I opened my house museum this year.
Infrastructure Improvements  we look better 
Joint Marketing and Airline Direct Flights 
Just started my business this year.
lots o f late bookings, It seems people decide they can afford It at the last minute; very d ifferent 
than years past 
more corporate
More International travelers. Better use o f online travel agencies.
More people referring us to  the ir friends & fam ily after staying here (word o f mouth)
New management. Better attitudes :)
not a great Increase, but web site reach was greater
No other place like our organization In the Rocky Mountains or Pacific North West
no train derailments or flooding In our area. Going to  the
Oilfield Boom
Oilfield pipeline
online travel agents
pipeline & oil field Increase
Road Closure - Sun Road - causes Increased tra ffic  past location.
Several workers In the area. Prices are less than others In town. Don t know yet how the hunting 
w ill affect yet.
Social Media campaigns
social media campaigns and energy development In eastern Montana
Start up business
Trip Advisor and Google Ads
We are a new business and just opened In 2012
We are a new upstart business, so no previous history to  compare.
We flooded last year and were closed fo r tw o  months.
we only opened In August 2011, but I w ill compare the same tim e frame fo r analysis
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Word of mouth
Word of mouth referrals
If you saw  a decrease in 2012 vs 2011, why do you suppose your num ber o f v isitors/gu ests  
was down?
closed
cost to  fly  In & out of Butte 
Google mapping omits our valley re: YNP 
Big run o ff conditions 
It Increased 
lack o f water
location  not In paradise valley 
more camping less rooms
more using mobile devices Instead of visitor center 
Political advertising pre empting client commercials, 
poor w inter snow conditions @ Discovery 
reduced days open 
road closures
slower start to  the season due to  weather 
Upcoming elections
we were not allowed to  advertise until the season was passed because tw o gov. agencies 
couldn t get the ir Information to  each other tha t we needed to  continue according to  the 
law 
wolfs
Zoning regulation changes
If you expect an increase, w hy do you think your visitation w ill be up?
after election could have better economy 
always good to  be next door to  Great Plains Dinosaur Museum 
hopefully there w ill be no fires 
I have picked up several new nice vacation rentals 
I lowered my rates 
Improved ski conditions 
Increased Value Season Marketing 
Location Is a unique place to  stay 
more weddings 
new TBID
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oilfield
open more days 
positive attitude 
President Romney 
remodeling
Signed on w ith a new reservation company.
Social Media campaigns
TBID Passed
Trip Advisor comments
we are doing more special events
we will be able to  advertise, but we are lim ited by the state and Forest Service by how many 
customers we are allowed
Please share w ith us any additional com m ents you have regarding the 2013  tourism  
outlook.
•  2012 saw a large fire in our area, main highways were closed fo r an extended time, travelers 
sought other routes so as not to  encounter the fires, smoke, drought. Also we were w ithout 
electricity fo r over a week. Word passed quickly fo r travelers to  avoid this area.
•  2012 was our best year ever and we anticipate tha t 2013 will top  that. We re feeling blessed!
•  2012 was our worst year  down 6%. Hope it gets better, but do not anticipate significant gains.
Just hoping fo r no additional loss.
•  2013 tourism w ill be dependent on the national election, and the confidence level in the 
economy.
•  all depends on capital gains tax decreasing, less government intrusion, less regulations, 
expansion o f Bakken into Montana, Roundup, Billings govt, friendlier to  local businesses and 
incoming business.
•  All my visitors are out of state and over 50% English and European.
•  Already have booked 2/3 + o f our dates available fo r June, July, Aug & September. Bookings are 
getting made earlier every year.
•  Anticipating similar economic conditions and similar business patterns. Good lodging and 
camping occupancies, soft food and retail sales. Fall (September and October) is growing. Spring 
(May, early June) is softening. Fall increase bigger than spring decrease.
•  As a member of the Backcountry Accommodations available in MT, we are greatly overlooked 
and lumped into other areas. A product which is increasing in MT and prevalent in other states 
and countries. We offer a specialty product tha t is new to  MT.
•  Believe the economy w ill improve, always trying to  get more people to  stop in, marketing,
events, promotion
•  between the state & feds i give up!
•  business. I clean from  Billings so it isn t cost effective unless they stay 2 nights.
•  Canadian visitation to  our website is now the m ajority o f visitors (over 50%)
• Depends upon our National economy
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Election year. People are uncertain about the ir fu ture until the election is over w ith. People 
should be more settled by next season.
Fly fishing is a growing industry in Montana. The most im portant resource we need to  protect is 
our water in the rivers to  maintain a healthy industry.
Gas prices critical 
Gas prices too high.
Group travelers: business and leisure, plays a major role in our success. We w ill continue our 
sales and marketing efforts in these arenas.
Hope it remains as good as this year. Inquiries are up fo r this tim e o f year, and tentative 
reservations seem to  have begun early. This is the firs t tim e I've raised my prices (just a little) 
a fter 4 years. Hope that s not a mistake!
Hope the failing economy w ill not impact Yellowstone tourism in 2013 too much.
I am hopeful tha t it w ill increase; it depends on the weather and other elements.
I feel tha t more US citizens are traveling domestically versus abroad due to  the devalued dollar 
thus our business has as had an increase in activity despite the current recession. Also, w ith  the 
ability to  market via the Internet has brought a greater awareness to  YNP and the surrounding 
cities thus increasing our business traffic.
I have so far seen an increase in our tour bus bookings fo r summer of 2013 
I may have to  o ffer one night stays instead o f a 2 night minimum to  increase 
I really don t th ink we can predict 2013 until we see what the election results are, and what 
Congress does w ith  the fiscal cliff . The only reason I guess our business might stay close to  the 
same is tha t we have a higher number of confirmed 2013 bookings; we don t usually have so 
many fo r next year at this time.
I see potential fo r more resident travel in state to  various hometown events like, Montana Bale 
Trail, Chokecherry Festival,
I th ink it w ill be better and draw more people. I'm not sure how good my information w ill be for 
you. I'm a volunteer w ith  Nevada City Living History, and did an internship in 2012 fo r business 
through it.
I th ink we need to  focus on families and fam ily friendly vacation opportunities tha t do not cost 
too  much
I w ill be advertising more in Utah - the distance is not too  far - Many RV'ers are traveling w ith in 
6 hr. tim e line & they come to  escape the heat of the southern states.
I would say tourism in our state is looking slightly better.
If the availability of deer tags is good our business w ill be too. The uncertainty o f Montana non
resident licensing hurt us bad this year. 2013 has the potential to  be better. Elections and the 
legislature can play a role in this as well.
If we are fortunate enough to  get a new President things w ill immediately get better as more 
money will be poured into the economy. Get down on your knees and pray 11 
If we could build another lodge, we would fill it.
If you are going to  continue to  have meetings on how to  expand tourism the dates of your 
meetings could be better serving if they were not on the day before opening hunting season, 
one o f the Montana s largest tourism activities not just fo r the o u tfitte r but fo r many other 
industries. By over regulating the o u tfitte r the state is shutting down tourism. By over pricing 
the hunting license the state is shutting down huge tourism revenues. Listening to  the people of 
the state you can increase revenue.
45
' 
' 
" " 
' 
­
' 
Increased regional marketing dollars w ill allow us to  Increase advertising to  specific areas and 
demographics.
It has been our experience election years can cause tourism to  be more unstable, particularly In 
a year where most people are thinking about how the election w ill Impact the ir pocketbook. I 
believe this had much to  do w ith  the slight reduction we experienced this year.
It w ill all depend on what happens w ith  the election, fuel prices, and people s jobs. There are 
more baby boomers that are retiring at a younger age and they seem to  be the folks tha t are 
traveling. This year there were not as many families w ith  children.
It w ill be good
It s hard to  predict the 2013 tourism outlook fo r my area. Business has suffered since the 
relntroductlon o f the w o lf tha t had a huge negative effect on my business and the w ild life 
numbers In my area. I used to  be fu ll during the hunting season, now I am fu ll during the first 
week of the opening season and the rest o f the season Is pretty bleak. I am considering closing 
my motel down during the w in ter months and It Is up fo r sale. W ith the economy the way It Is 
I'm barely hanging In there.
Lack o f support locally fo r historical events like hunting and fishing continue to  decrease. 
Cooperation w ith FWP and FS are more strained each year. The w o lf presence has changed how 
tourists look at Montana fo r recreation.
Let s hope everyone can pull together and work It out. If national parks get closed due to  no 
budget - w ill not be good.
Looking forward to  another great year.
Monte Turner
More planned events In our area w ill help a lot. Marketing Woods Bay as destination Instead of 
just a passing through area w ill make people realize tha t Woods Bay/Blgfork Is a cool place to  
stay and play.
MT Cowboy Poetry Gathering Is 28 yrs. old this year. Mktg. w ill be earlier, expanded throughout 
MT and nationally via True West Mag., website Is Improved, we re adding Facebook this year 
...all o f this to  Increase early  commitments to  our 4 day event (participants, attendees, 
vendors, press). LEAD TIME Is most Important to  capture business...rural MT Is d ifficu lt to  reach 
via media. Fires & weather are factors tha t could decrease attendance In August. The economy 
Is poor...people don t have expendable Income and aren t confident about our country s future. 
Gas prices can affect our numbers, too. Focus w ill be on getting greater attendance from  100 
miles o f Lewlstown and tow n residents.
Much of this depends on the outcome of the election, the economy and the price of gas. We are 
getting more wedding Inquiries, but due to  the wolves hunting Is In the to ile t, so no hunting 
bookings this year at a llllllP rlo r to  the Introduction of the wolves hunting was our biggest 
season.
music events, etc.
My business Is dependent on discretionary cash flow  of middle  America. Cost of living, gas and 
general economy w ill determ ine Increase or decrease o f fu ture  clientele.
New president & hopefully new Idiots In Washington w on t screw things up!! 
optim istic
Our property has been featured on FIGTV  this has led to  many new bookings.
46
' 
' 
' 
' 
" " ­
' ' ' 
-
' 
-
Our states Gov t has over the years has discriminated against the non  resident to  a point tha t it 
is now going to  hurt so many o f us. FWP has over charged fo r hunting and fishing licenses for 
years and now people are sick o f it. Just look at the non resident big game license sales. We also 
have regulations on some of our most popular rivers (Big Hole and Beaverhead) which actually 
make it illegal fo r a non resident to  be fishing certain stretches along side w ith  residents. No 
really, this does exist!!!! Get ready; it s going to  be a bumpy r id e !!!!!!!!!!!
Political year hopeful economy on the rise increase in marketing to  national parks increase in 
national park visitors. Up dates fo r our marketing and websites.
President reelection w ill definitely affect just as it did when he was elected the firs t time. People 
are scared o f what is going to  happen in the future!
Quality before quantity. A ttract the right  visitors to  Montana and they w ill come back again 
and again. They ll explore d ifferent parts o f our state on each visit.
Rail Head Sporting
Raising the price and changing the process o f the out of state hunting license destroyed our fall 
business.
Renovation of 35 rooms w ill be done by spring o f 2013.
Since we are approaching full capacity in the peak season, we are adding seminars, retreats and 
classes in our off peak season to  promote visits in months tha t we don t typically get 
reservations. Each year our agri tourism activities increase. A larger garden, more w ild foods 
identified, and more you pick opportunities. We have return guests tha t look forward to  seeing 
what is new and d ifferent and fo llow  our progress in agrotourism- or farm-stay activities.
Since we are not a destination county, we have tried to  create reasons to  come to  this area for 
reunions, weddings, festival and events.
Social media .. Branding a say, I do  in Montana promotion campaign.
Some of my return visitors bought the ir own places in Bozeman in 2012 and a couple others are 
looking fo r real estate so this may have an effect again. I just added credit card capability  not 
sure how tha t w ill affect bookings.
the economy and consumer confidence are what drives the tourism business...and if tha t is up 
the business w ill be up...but locally...weather, fires and opening of Glacier Park greatly affect the 
activity too.
The hours of operation w ill decrease because our funding fo r staff from  the MTOT w ill decrease 
significantly and we w ill need to  rely on volunteers. Employers are having a d ifficu lt tim e getting 
enough employees so we th ink we w ill have a very d ifficu lt tim e finding reliable, knowledgeable 
volunteers.
The Mustang complex fire hurt our business terrib ly  during tourist season. The air was so bad, 
no one would travel here, and fire fighters were in the man camps. We want to  know how the 
fires have hurt tourism in Montana.
Though summer and fall were good, there are very few hunters due to  the high costs of licenses. 
My out of state hunters have all called to  say they aren t coming back till the costs go down. This 
is sad as hunters bring in a huge part o f central Montana s economy.
Though walk in visitor numbers were down by 486 here at the visitor center, we have been told 
by restaurants and motels tha t they did much better this year than in 2011. We th ink our visitor 
count was down due to  more people getting inform ation from  the web and on mobile devices. 
Tourism w ill be down unless the economy and fuel costs change. We saw fewer families this 
year and expect it to  be the same or even fewer next year.
Tourists should have to  pay sales tax to  elim inate our property taxes.
Unless they can get rid of the smoke, tourism w ill keep going down! Big deterrent.
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Uptick In business over the past 3 years. Due mainly to  being OPEN fo r more months of the year 
than in previous years.
USA having better visitor visa policy w ith countries like China and Brazil would benefit tourism 
greatly, the MT Office o f Tourism s branding and ad campaign are right on target 
Very aggressive group tha t works well together along w ith  TBID funds will make fo r a great year. 
Very optim istic due too much earlier reservations fo r next year.
We are a non profit Chamber o f Commerce. We have an office which supplies free travel, 
tourist, and local business information. Our purpose Is to  promote businesses located In our 
county, not only to  tourists, but also to  local residents. Our office is staffed by volunteers and 
we don t keep a log o f visitors.
We are at odds w ith  the government closing Yellowstone Park during the w inter season. They 
are killing business and our town.
We are deeply disappointed there has been no help or Incentives fo r the Meeting or Lodging 
Industry. We didn t even get a fire survey this year!
We are hopeful tha t the overall economy w ill Improve and tha t this w ill translate to  more travel 
and longer stays In Montana and to  our area.
We are hoping tha t the oil Industry business w ill Increase in the Roosevelt County area and we 
w ill see Increased campers.
We at the Glacier Symphony and Chorale and the Crown of the Continent Guitar Foundation are 
impressed w ith the success of the marketing e ffo rt tha t MToT has produced so far. Keep up the 
GREAT WORK!
We believe after the elections we may see significant change.
We continually hear from our guests tha t they wonder why the west gate to  Yellowstone does 
not remain open to  wheeled tra ffic  In w in ter as Gardiner does. We feel strongly tha t the west 
gate should remain open to  wheeled tra ffic  year around.
We continue to  Improve and upgrade our park. Customers continue to  return because they 
know what to  expect when they get here.
we could have an increase based on coal (Otter Creek Coal Mine ) If perm it is awarded.
We don t expect huge Increases in 2013; however, the number o f visitors seems to  be slowly 
Increasing in 2011 & 2012. We expect tha t to  continue.
We have a lot to  o ffer in southeastern Montana and more and more Is being done to  promote 
the areas o f interest so travelers w ill want to  come and spend tim e In this great part of the 
state.
We have good word-of-m outh referrals. We try  to  deliver the best service EVERYTIME and it 
seems customers appreciate tha t and recommend us. We do very little  advertising, but we still 
grow every year.
We need a new president to  get the economy moving!
We need to  highlight personal services such as massage.
We only have one season of experience, so w ill be anticipating next year to  give us some data to  
compare. Hopeful tha t It w ill be better than this year, which was pretty sparse, due to  just 
opening in April 2012.
We re hoping tha t we w ill do even better than this year. As our th ird  season In business Is 
ending, we have seen an increase each year, between marketing, reviews left on marketing sites 
by previous guests, and word o f mouth. W e re hopeful this trend w ill continue!
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We ve been here (Superior) 2.5 years. Owner s son moved to  TX so we are just going by what 
the locals te ll us and the owner. Truly not sure what sales were in 2011 but we are to ld we did 
much better starting in June when we (Jamie Lewis) started here.
While we expect to  have a slight increase in 2013, the economy/political situation is still 
tu rbu lent so it requires an increase in marketing efforts, hard work to  get clients to  book. 
Wolves have decimated our hunting business. People w ith  second homes in the area are not 
using them so visitor tra ffic  in the area is down & w ill remain so until there is a change in the 
economy. Politicians are making it more d ifficu lt to  stay in business. Increase in minimum wage 
sends more jobs out o f country.
Word of mouth, good reviews on the web, more brochures being displayed, and a little  sign 
down to  street were the keys to  a very good summer fo r us.
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